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Abstract
Focusing on positive service experiences, this study examined the relationships among employee extra attention, customers delight, and customer repurchase intentions. The target sample that had a positive interaction with an
employee in the recent six months was invited to participate in the survey.
The data analysis was performed in two steps: 1) Confirmatory Factor Analysis (CFA) and 2) Structural Equation Modeling (SEM). The results suggested
that employees’ extra attention affects customer delight. Subsequently, customer delight has a positive relationship with customer repurchase intentions. Furthermore, employee extra attention has a positive relationship with
customer repurchase intentions. The finding of the study provides valuable
implications for research and the industry regarding generating favorable
customer repurchase intentions in positive service experiences.

Keywords
Employee Extra Attention, Customer Delight, Customer Repurchase
Intentions

1. Introduction
Customer-contact employees play an essential role in the interactions between
customers and employees because employees’ behaviors have an impact on customers’ perception of service quality [1], customer satisfaction, loyalty, and behavioral intentions [2] [3] [4]. In the contexts of positive service experiences,
employees’ special attentions and little extras are frequently noted in positive
memorable service experiences [5] [6]. Similar to employees’ extra attention,
unprompted and/or unsolicited employee behaviors which are unexpected from
customers’ point of view are one of the substantial source of customers’ satisfactory service experience [5]. Those unusual employee behaviors such as “treating
DOI: 10.4236/ojbm.2019.71004 Nov. 28, 2018
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customers like royalty” make customers to remember that the service provider
treats them in a unique way resulting in highly satisfactory and memorable positive service experience [5]. Employees’ extra attentions refer to their behaviors
and attitudes which are exemplary and unexpected by the customer [5]. This
type of behavior is similar to “extra-role” service behaviors which are employees’
discretionary services going beyond the prescribed role requirements [7].
Emotion is an important aspect in examining customers’ service experiences
[8]. In understanding the effect of employees’ extra attentions on customer emotions, the current study adopts the discrete emotions approach rather than the
valenced-based emotions approach. According to the valenced-based emotions
approach, emotions are categorized into two types of emotions (i.e., positive and
negative) [9]. However, existent research suggests that each discrete emotion
within the same valence can result in distinct behavioral responses [10]. Research also suggests that the discrete emotions approach is more useful to examining particular behavioral responses [11]. Because delight is induced by unexpected positive outcomes [12], and customers usually do not expect employees’ extra attentions, this study examines the effect of employee extra attention on customer delight.
Delight arises when customers experience unexpected positive outcomes [12].
Furthermore, emotions have an impact on numerous aspects of customer behaviors [13]. For example, customers who experience positive emotions are likely
to come to repurchase with the company to enjoy the same positive experience
[14]. Similarly, this study expects to find the impact of delight on repurchase intentions in positive service experiences. To fully understand the influence of
employees’ extra attentions on customers’ responses, the relationship between
employees’ extra attention and customer repurchase intentions is examined in
the study as well. Specifically, this study aims to investigate the impact of employee extra attention on customer delight and repurchase intentions and the
relationship between customer delight and customer repurchase intentions.
The concept of employee extra attention has been discussed in past literature;
however, the effect of this construct on customers’ responses has not been empirically tested in the literature. This study attempts to examine the impact of
employee extra attention on customer emotion of delight and customer behavioral intention of repurchase intentions. In addition, dissatisfying service experiences have been examined extensively in the past literature. This study adds to
the limited research on the antecedents and consequences of positive services
experiences through the investigation of customers’ emotional and behavioral
responses to employee extra attention. Practically, the findings of this study help
the industry to understand the effect of employee extra attention on customer
responses in positive service experiences. Managers can utilize those results to
generate favorable customer responses through employee extra attentions.
The rest of the study is organized as below. First, a review related to employee
extra attention, customer delight, and customer repurchase intentions is presented. Second, the hypotheses establishing the relationships among employee
DOI: 10.4236/ojbm.2019.71004
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extra attention, customer delight, and customer repurchase intentions are introduced. Next, the methodology and the results of the hypotheses testing are
discussed. Finally, the implications for both research and practice are summarized.

2. Research Hypotheses
2.1. Employee Extra Attention and Customer Delight
Employee extra attention refers to the extent to which the service provider provided extra attention in the interaction with the customer. Those employees’ attitude and behavior of going out of the way for the customer tend to result in
memorable and highly satisfactory experience for customers. Although those
“little extras” are not the main components of service delivery, they function to
enhance the core service delivery [5]. Customers frequently recall those positive
service experiences when the employee treats them in a unique way irrespective
of core service requirements [5]. Those employees’ “extra treatment” provides
the source of both satisfaction and service quality [5]. Researchers also suggest
that it is essential for employees to constantly surprise customers with unexpected services, so the company can keep customers and increase customers’
perceived service quality [5].
Delight has been considered as an extreme high level of satisfaction [15]. On
the other hand, employees’ behaviors of extra attentions exceeding customers’
expectations in a positive manner can result in a highly satisfactory service experience [5]. Reference [5] also suggests that unprompted and/or unsolicited employee actions which are similar to employee extra attentions can result in customer delight [5]. In their study, reference [16] indicates that employees’ behaviors of going outside of prescribed duty is one of the most frequently appearing
sources of customer delight in customers’ feedback in the hotel industry. From
the customer’s perspective, those employee behaviors of extra attention are in
fact unexpected. Based on the discussions above, this study expects that:
H1: Employee extra attention has a positive effect on customer delight

2.2. Employee Extra Attention and Customer Repurchase
Intentions
Customer repurchase intention is defined as customers’ intent to stay with an
organization [17]. Repurchase intentions refer to customers’ commitment to
purchase more products and services from the company [17] resulting in reduced customer acquisition costs, lower costs of serving repeat customers, increased revenue, and better profitability [18]. In marketing research, it is agreed
that repeat patronage is a major behavioral outcome for measuring relationship
marketing success [19].
Literature suggests that customers are inclined to re-patronage with the company if customers are satisfied with the firm [20]. On the other hand, it is implied that employee extra attentions of going out of the way for the customer
tend to result in highly satisfactory service experiences for customers. Based on
DOI: 10.4236/ojbm.2019.71004
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the discussions above, this study expects that:
H2: Employee extra attention has a positive effect on customer repurchase intentions

2.3. Customer Delight and Repurchase Intentions
Delight is viewed as an emotion with a mixture of joy and surprise in psychology
literature [21] and is defined as “an extreme expression of positive affect resulting from surprisingly good performance” [22]. Based on the expectancy-disconfirmation theory, customers experience a positive disconfirmation
when they perceive that the service they received exceeds their expectations for
the product or service [23]. The expectancy-disconfirmation theory states that
customers experience delight when they are pleasantly surprised in response to a
positive disconfirmed experience toward a company or its product/service experiences [24]. Similarly, the tourists feel delight when they appraise their theme
park experience as unexpected in the contexts of theme parks [25].
Recent literature suggests that customer delight is one of the antecedents of
loyalty [26], which is defined as a strongly held commitment to consistently repurchase or re-patronize a preferred product or service in the future uninfluenced by situational impacts and marketing efforts of competitors to encourage
potential switching behavior [22]. Furthermore, the broaden-and-build theory of
positive emotions suggests that people who experience positive emotions are
encouraged to approach or continued action and participate in the environment
[27]. In consumption setting, customers’ approaching, or continued action can
be customers’ behavior of repurchasing with the company. Based on the discussions above, this research hypothesizes that
H3: Customer delight has a positive effect on customer repurchase intentions.
Figure 1 summarizes the relationships among employee extra attention, customer delight, and customer repurchase intentions. Hypothesis 1 establishes the
positive relationship between employee extra attention and customer delight,
hypothesis 2 states the positive effect of employee extra attention on customer
repurchase intentions, and hypothesis 3 implies the positive impact of customer
delight on customer repurchase intentions.

3. Methods
3.1. Procedures and Sample
Customers who had a positive service experience in hotels is the target population

Figure 1. The conceptual framework of the study.
DOI: 10.4236/ojbm.2019.71004
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of the study. The sampling frame consists of US adults who match the characteristic of target population in online marketplace Amazon Mechanical Turk. The
target sample is US adults over 18 years old with a positive hotel experience with
an employee in the last six months. The self-administrated online survey was
sent to US adults who match the characteristic of target population in online
marketplace Amazon Mechanical Turk which is an innovative and open online
marketplace for data collection, task creation, labor recruitment, and compensation [28]. US adults over 18 years old with a positive hotel experience with an
employee in the recent six months were screened and invited to participate in
the study and asked to evaluate their most recent positive interaction with an
employee at hotels.

3.2. Instruments
All the scale items were adapted from the relevant literature with minor wording
modifications to reflect the study context. The items of employee extra attentions and customer repurchase behavioral intentions were measured by 7-point
Likert scales ranging from strongly disagree (1) to strongly agree (7) while the
items of customer delight were assessed ranging from not at all (1) to a lot (7) to
indicate the level of the discrete emotion experienced.
Employee extra attention measures if the service provider offered special attention going beyond the prescribed role in the service encounter with three
items “The employee paid special attention to me”, “The employee went out of
his/her way”, “The employee gave me a break (something extra)” adapted from
[6]. Customer delight was measured with three items “gleeful”, “elevated”, and
“delighted” adapted from [29]. Customer repurchase intentions were assessed
with two items from [30]. “I would visit this hotel again” and “I would go to this
hotel more often” and one item from [31] “I am more likely to return to this hotel next time.”

3.3. Statistical Analyses
A structural equation modeling technique (SEM) was utilized to test the hypotheses of the study. Before proceeding to further analysis, the assumptions of
statistical procedures (e.g., normality, homogeneity) procedures were validated
and potential issues of missing data and outliers were assessed. A SEM analysis
was conducted using a two-phase approach [32] with the first phase of confirmatory factor analysis to evaluate the adequacy of the measurement model to
ensure construct reliability and validity and the second phase of the structural
model assessing the proposed hypotheses with goodness-of-fit indices.

4. Results
4.1. Profile of Respondents
A total of 349 responses were collected and 302 usable responses were retained
for the data analysis after screening the data for filter question, attention check,
DOI: 10.4236/ojbm.2019.71004
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and missing data. The respondents consisted of 44.7% males and 54.6% of females with most of the group age between 26 and 35 years old (41.1%) followed
by 18 - 25 (19.9%) and between 36 - 45 (18.2%). For the marital status, 42.1% are
married followed by single (31.8%) and partnered (15.2%). For the ethnic background, the majority of the sample are Caucasian (78.5%) followed by African
American (7.9%), Asian/Island Pacific (6.3%) and Hispanic (6.3%). The summary of respondents’ background is presented in Table 1.

4.2. Construct Reliability and Validity
Construct reliability was examined with inter-item reliability (Cronbach’s Alpha) and scale composite reliability (SCR). The values of Cronbach’s alpha and
composite reliabilities of the constructs are above 0.7, revealing acceptable internal consistency for the constructs. The convergent validity was assessed
through average variance extracted (AVE), standardized factor loadings, and the
comparison between average variance extracted (AVE) and composite reliability
Table 1. Profile of respondents.
Demographic Variables

Frequency

Valid percentage

Male

135

44.7

Female

165

54.6

18 - 25

60

19.9

26 - 35

124

41.1

36 - 45

55

18.2

46 - 55

42

13.9

56 - 65

16

5.3

>65

5

1.7

Married

127

42.1

Partnered

46

15.2

Separated/Divorced

28

9.3

Widowed

3

1

Single

96

31.8

Caucasian

237

78.5

Asian/Island Pacific

19

6.3

African American

24

7.9

Hispanic

19

6.3

American Indian/other

3

1

Gender

Age

Marital Status

Ethnicity
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(CR). The results indicated that the values for AVE exceed 0.5 best value and CR
values are higher than AVE values. Moreover, the standardized factor loadings
indicated significant values at the 0.001 level, and the item loadings are greater
than the recommended 0.5. The examination revealed an adequate convergent
validity for each construct in the measurement instrument. Examining factor
correlations and the square root of AVE suggested no discriminant validity issues in the measurement model. The results suggested that convergent and discriminant validity of the measurement model have been met. Therefore, a theoretically satisfactory model was achieved in the first phase of data analysis.

4.3. Structural Equation Modeling
SEM was run to investigate the causal relationships of the constructs included in
the theoretical framework. From the obtained results of the Absolute Fit Measures, the index for Goodness-of-fit Index (GFI) is 0.893 exceeding the desired
0.85. From the results of the incremental fit measures, the value for Normed Fit
Index (NFI) is 0.902 which is higher than desired threshold 0.9. Finally, from the
results of the parsimonious fit measures, the value for Parsimony Normed Fit
Index (PNFI) is 0.697 meeting the minimum expected criteria 0.5. Therefore, the
goodness-of-fit statistics suggested that the structural equation model fit is adequate. The next section discusses the hypotheses testing and results.

4.4. Hypotheses Testing Results
H1: Employee extra attention has a positive effect on customer delight.
The first proposed hypothesis predicted that employees’ extra attention increases customer delight. The findings related to H1 (path coefficient = 0.45, p <
0.001) suggested that employees’ extra attention has a positive influence on customer delight.
H2: Employee extra attention has a positive effect on customer repurchase intention.
The second hypothesis predicted that employees’ extra attention increases
customer repurchase intentions. Results from the present study suggested that
employee extra attention has a significant influence on customer repurchase intentions (path coefficient = 0.41, p < 0.001).
H3: Customer delight has a positive effect on customer repurchase intention.
The third proposed hypothesis predicted that customer delight increases customer repurchase intentions. The findings related to H3 (path coefficient = 0.21,
p < 0.001) suggested that customer delight has a positive influence on customer
repurchase intentions.
In summary, the results of the hypotheses testing indicated that employees’
extra attentions positively affect both customer delight and customer repurchase
intentions. Furthermore, customer delight has a positive impact on customer
repurchase intentions. Therefore, it is indicated that employee extra attention
triggers both customer delight and customer repurchase intentions. In addition,
DOI: 10.4236/ojbm.2019.71004
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customers who feel delight in positive service experiences tend to come back to
repurchase with the company.

5. Discussions
Consistent with what has been suggested in the past literature, the results of the
study identify the importance of employees’ extra attentions to trigger customer
delight which in turn affects customers’ repeat purchase. In addition, the direct
relationship between employees’ extra attention and customer repurchase intentions is established as well. Aligning with existing literature, employees’ behavior
of going beyond specified in-role behaviors to exceed customers’ expectations
serves as a strong antecedent of customer delight [5]. This research suggested
that the service provider’s extra attention in a positive manner resulted in customer feeling of pleasant surprise (delight) [24]. In addition, the effect of delight
on customers repurchase intentions has been supported. As indicated in the results, the experience of delight triggers customer to visit the company more often. This finding also confirmed that customers tend to exhibit approach behaviors to prolong the pleasant feeling [27]. Theoretically, the current study found
out that the theory of positive emotions can be applicable in the setting of positive service encounters. Furthermore, the study also found out that how customers’ favorable behaviors of repeat purchases can be induced through the
feeling of delight and employee behaviors of extra attention. The current study
provides practical implications for practitioners regarding how to generate favorable customer behaviors of repeat purchase. For theoretical implication, the
study offers a deeper understanding of post-purchase customer behaviors from a
consumption emotion perspective. Besides the theoretical contribution to the literature, the current study advances limited positive service encounter literature
by providing a deeper understanding of the effect of employee extra attention on
customer delight and customer repurchase intentions with empirical evidence.
For the business, it is essential to gain a better understanding of positive service encounters because the interaction between the contact employee and the
customer influences customers’ perception regarding the service and the firm.
Moreover, those customers’ perceptions affect customers’ subsequent actions after the service experience. The findings of the study can provide some insights
into how the practitioners can take advantage of employees’ extra attention during their interaction with the customers to generate favorable customers’ behaviors which would help the performance of the company.
The results of the study also identified the importance of employees’ extra attention to trigger customer delight which in turn affects customers’ repeat purchase. Consistent with what has been suggested in the past literature, it is essential for employees to constantly surprise customers with unexpected service in
order to retain customers [5]. Therefore, employees should be encouraged to go
beyond the specified responsibilities and to find creative ways to provide something extra in addition to the regular service offering. The service company is
suggested to empower their employees to enable them to deliver the service
DOI: 10.4236/ojbm.2019.71004
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beyond the standard procedures. For example, the employees at the Ritz-Carlton
have up to $2000 to make unsatisfied guests happy again without the approval
from upper management. Also, employees need to be innovative and creative in
order to be able to think of diversified strategies in their service delivery.
Brainstorming or inspiring true stories of excellent service delivery can be utilized in the staff meeting to stimulate employees’ creativity.

6. Conclusions
Focusing on positive service experiences, this study examined the relationships
among employee extra attention, customers delight, and customer repurchase
intentions. The results suggested that employees’ extra attention affects customer delight which in turn affects customer repurchase intentions. Furthermore,
employee extra attention has a positive relationship with customer repurchase
intentions.
Although the current study offers significant theatrical and practical knowledge, some limitations existed in the study. First of all, the results of the study
might not be able to be generalized to the population which is not similar with
the sample of the study. The sample was collected in the United States and the
majority of the samples were Caucasians. Future studies with diversified cultures
are needed in order to confirm the external validity of the proposed theoretical
framework.
Methodologically, the study employed survey research which asked the respondents to recall their most recent positive service experience and assessed that
particular experience. The design of the study might have limitations of gathering customers’ true responses in the service encounters because of the time lag
between the time when the experience occurred and the time when the respondents fill out the survey. Future studies are encouraged to apply different methodology to empirically examine the proposed model in the study.
Based on the results of the study, it is indicated that employee extra attentions
play an important role in generating favorable customers’ responses after a positive service experience. However, it is not clear that why employees display extra
attention in their interactions with the customer. In order to understand the
motivations behind employee extra attention, future studies can be conducted to
examine the antecedents of employee extra attention. For the business, the findings of the study can provide some practical implications for employee recruiting and training and company policies.
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